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Abstract 
This paper reviews the literature to investigate the role of media in increasing materialism among children. It also 
studies the consequence of rising materialism on the development of children. Due to their enhanced role in family 
purchase decisions marketers are making children sufferers of materialistic world. Marketers know that children 
easily get fascinated towards unrealistic belongings endorsed by their promotional offers and persuade their parents to 
purchase those belongings. However, the unfulfilled requests of children for materialistic things make them 
dissatisfied and unhappy, which later on cause conflicting situation in family. The exposure of children to media at 
small age also makes them susceptible towards external environment by generating materialism. This materialism is 
leading to excessive consumption and impulsive purchase by children. To deal with these issues, sufficient attention 
needs to be given by parents to divert child's attention from materialistic to the real world. Thus, the role of guidance 
provided by parents has been found very significant in mitigating the effect of materialism among children. 
© 2012 Published by Elsevier Ltd.  
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1. Introduction 
Children have become a huge market segment in which they act as a purchaser and influencer for 
various self and household consumable products. This enhanced role of children in family purchase 
decisions is influencing the marketers to target them through advertisements. These advertisements 
enhance the level of materialism among children because of their incapability to understanding the real 
worth of the products targeted at them. The concern over rising materialism among children has 
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motivated the current investigation. Various studies have identified that the level of materialism among 
children is increasing with time. A survey conducted in UK revealed that children have become more 
materialistic these days than to their previous generations (GfK Social Research, 2007). Similarly, in US 
the perception of students about living meaningful life as an indication of materialism, is found different 
in 1967 and 1997 (Kortan, 1999). This effect has also been noticed in developing countries like India. As 
per a study conducted in India, the younger generation is becoming more materialistic than the older ones 
(Gupta, 2011). Therefore, marketers are putting all their efforts for influencing children towards their 
product. Marketers spend approximately more than $1 billion on advertisements to draw attention of 
children (McNeal, 1999).  
 
All these facts are supporting the development of materialism among children and influence the 
current investigation. This paper extensively reviews the literature to investigate the role of media in the 
enhancing materialism among children. Focusing on the key aspects of materialism, current investigation 
has tried to identify the resulting impacts of materialism on children. With the effect of globalized culture, 
the role of media has becomes vital in the socialization process of children. This changed culture has also 
been cropped by some shifts in society which has modified the structure of family from joint to nuclear 
and consumer socialization of children from parents to the media.  The dual income households have led 
the parents with scarcity of time. Due to which, parents compensate their time with media exposure of 
children. However, this exposure of children is making them susceptible towards the external 
environment (Achenreiner, 1997). Children get attracted towards television advertisements due the effects 
created by advertisements.  
 
Due to these effects children relate themselves with unrealistic possessions (Buijzen and Valkenburg, 
2003). Television advertisements stimulate the preference of children to possess attractive things which 
results in materialism among children (Buijzen and Valkenburg, 2003, Kapferer, 1986). Materialism can 
be defined as the possessiveness expressed by children towards worldly thing such as products. However, 
their possessiveness for products makes them behave in antagonistic and selfish manner, which later on 
enhances the materialistic attitude in them. The rise in materialism also impacts the development of 
children by making them dissatisfied and less confident individual (Achenreiner, 1997). 
 
2. Media  
 
2.1 Origin and Definition  
Media has a huge impact on our lives starting from our liking about food and dresses to our religious 
beliefs. It has been considered as a vehicle by marketers to communicate about their product through 
advertisements. It also plays a noteworthy role in the socialization process of children in our society. 
Media includes newspapers, magazines, television, radio and internet. Since media creates gigantic 
difference in our beliefs and perceptions, marketers make use of it for communicating the information to 
the mass. This is the reason, the term media carries different meanings. Table 1 illustrates the meaning of 
term media as per available sources which helps in knowing the difference in expression about media. 
 
2.2 Existing body of knowledge 
 
Marketers target children through television because of its reach to children at small age as compared 
to other sources of media and child’s inability to understand the textual content of other media sources 
(Kaur & Singh, 2006). Television enhances the awareness of children through advertisements. Rossiter 
(1979) has explained the impacts of television advertisements on children in form of cumulative (overall 
exposure of advertisement with growing age) and heavy exposure (exposure of advertisements more than 
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the others of same age group). Such kind of exposure of advertisements creates certain effect like 
cognitive, affective, and behavioural effects (Sullivan, 2005). These effects help the children in 
comprehending the message of advertisements, connecting themselves with advertisements emotionally, 
and in developing the degree of persuasion for advertised products.   
 
Table 1. Dictionary Meaning of Media 
 
Dictionary Media 
 
Oxford Dictionaries “The main means of mass communication such as television, radio, and newspaper”  
Business Dictionary “Communication channels, through which news, entertainment, education, data, or 
promotional messages are disseminated” 
Cambridge English Dictionary “The internet, newspapers, magazines, and television etc considered as a group” 
Merrian-webster’s Learner’s  
Dictionary 
“A medium of cultivation, conveyance, or expression” 
 
Longman Dictionary of 
Contemporary English 
“All the organizations, such as television, radio, and newspapers, that provide news and 
information for the public, or the people who do this work” 
Macmillan Dictionary “Radio, television, newspapers, the Internet, and magazines, considered as a group”  
 
With due course of time, media has become an important source of information for children. Earlier 
children used to learn their basic values from their parents, but the hectic schedule of parents made the 
children dependent on media for these learning (Soni and Upadhayay, 2007). As a result of which, 
children have started believing on the information provided by the media more than their parents. 
Excessive exposure to media also makes the children secluded from society (Goldberg & Gorn, 1978). 
Marketers employ diverse set of tactics to attract children towards the product and influence them 
purchase the product (Calvert, 2008). Table 2 explains some of the tactics used by marketers. 
 
Table 2. Different Persuasive Tactics of Media 
 
Persuasive Tactics 
 
Explanation 
 
Creative Tactics Tactics such as use of vibrant colours, humour, and joyness in the advertisement  
Repetitive advertising The frequency of advertisement shown on the different types of media 
Jingles Use of music to attract the attention and recalling ability of the people 
Anthropomorphism Attributing the characteristics of human or living being to a non human or non living 
thing 
Celebrity Endorsement Use of famous people in promotion by expressing their liking about the advertised 
item 
Presenting Child as Model Presenting of a child as model in advertisement for creating familiarity with the 
product 
Premium offers Offers such as freebees and limited time period used to gather the attention of people 
 
3. Materialism  
 
3.1 Origin and Definition 
 
The term materialism has been explored in various fields such as sociology and economics. In 
economic point of view, it is identified as the value that an individual is looking for self happiness, 
wherein in sociology it is being considered as the obsession individual shows for materialistic things in 
the competitive world (Easterlin and Crimmins, 1991). The term materialism has been explained 
differently while showing same effect i.e. giving value to material things. Table 3 represents the different 
expression provided to explain the term materialism. 
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Many researchers have given their views on the notion, materialism. Among these researchers, Belk 
(1984, 1985) has provided significant contribution in describing materialism. Belk (1984) has expressed 
materialism as a set of personality traits such as possessiveness, envy, nongenerosity. In which, 
possessiveness is the fear of an individual for losing self possessions, envyness is the discontentment of 
an individual on the success and happiness on others, and non-generosity is the unwillingness of an 
individual in sharing self possessions with others.  On the other hand, Ward and Walkman (1971) has 
defined materialism as, “an orientation which views material goods and money as important for personal 
happiness and social progress.” Therefore, materialism is also considered as an important determinant for 
happiness and success in life (Chaplin and John, 2007; John, 1999). A Significant effort has also been 
carried out by Richins (1987) by defining materialism as “a set of centrally held beliefs about the 
importance of possessions in one’s life”. Table 4 illustrates the definitions provided by different authors: 
Table 3. Dictionary Meaning of Materialism 
 
Dictionaries 
 
Materialism  
 
Oxford Dictionaries “A tendency to consider material possessions and physical comfort as more important 
than spiritual values” 
Business Dictionary “Concept that whatever exist in nature can be perceived through senses and what 
cannot be perceived does not exist” 
Cambridge International Dictionary of 
English 
“The belief that having money and possessions is the most important thing in life”  
Merrian-webster’s Advanced Learner’s  
English Dictionary 
“A theory that physical matter is the only or fundamental reality and that all being 
and processes and phenomena can be explained as manifestations or results of 
matter” 
Longman Dictionary of Contemporary 
English 
“The belief that money and possessions are more important than art, religion, moral 
beliefs etc - used in order to show disapproval” 
Macmillan English Dictionary “The belief that money and possessions are the most important aspects of human 
existence” 
 
Table 4. Materialism Defined by Various Authors 
Author & Year  Definition  
 
Ward & Walkman, 1971 “Materialism is possession of worldly things which found necessary for the happiness 
and success of an individual” 
Daun, 1983 “Materialism as a way of living life, aiming high consumption of materialistic things”  
Belk, 1984 “The possessions, an individual attached by materialistic things assuming a source of 
satisfaction in life” 
Richins, 1987 “Personal and general materialism as a dimension of materialism” 
Easterlin & Crimmins, 1991 “Pursuit of one’s own material well-being” 
Richins & Dawson, 1992 “Pursuit of happiness through acquisition, not by other means” 
Flouri, 1999 “Materialism is a course of possession of desired things” 
 
3.2 Existing Body of Knowledge  
 
Materialism has been identified as tendency of an individual to think the material possessions as a 
necessity for their living. As result of which, people consider worldly things as everything for them. The 
materialism can be understood as, “terminal materialism” and “instrumental materialism” 
(Csikszentmihalyi & Rochberg-Halton, 1981). Terminal materialism occurs when consuming a 
possession is considered as the only necessary thing, whereas, instrumental materialism take place when 
people consider that satisfaction in life can be obtained just by doing some activity facilitated through 
belongings (Belk & Pollay, 1985). 
Literature on materialism has revealed the role of family communication pattern (Bindah & Othman, 
2011; Moore & Moschis, 1981), income of parents (Kasser et al., 1995; Moschis & Churchill, 1978) age 
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and gender of child (Achenreiner, 1997; Chaplin & John, 2007; Churchill & Moschis, 1979; Moore & 
Moschis, 1981), influence of the peers (Achenreiner, 1997), culture of the country (Gupta, 2011), 
exposure to television advertisements (Buizen & Valkenburg, 2003; Churchill & Moschis, 1979; 
Goldberg & Gorn, 1978), and retail stores (Goldberg et al., 2003) in emerging and influencing the 
materialism among children. However, among all these, television advertisement as a source of media has 
been found major carrier of materialism in children (Sirgy et al., 1998). 
Age and gender have also been found related in the development of materialism among children. 
Studies on materialism show that age reduces the level of materialism, as with growing age children start 
giving less importance to materialistic possessions (Chaplin & John, 2007; Moore & Moschis, 1981). On 
the other hand, gender determines the level of materialism among children as boys have been identified 
more materialistic than the girls (Achenreiner, 1997; Churchill & Moschis, 1979). The reason for such 
difference is the variation of susceptibility of boys towards external environment such as peers 
(Achenreiner, 1997) and media (Buizen & Valkenburg, 2003; Churchill, & Moschis, 1979) more than 
girls.  
Culture as well emphasizes the emergence of materialism, as countries having a collectivistic culture 
show less prone attitude towards materialistic things than to those following individualistic. This is the 
reason India has been identified as less materialistic than to other countries due to the existence of 
collectivist culture (Gupta, 2011). Retail culture also found related with rise in materialism in children as 
it provide children access to materialistic items (Goldberg et al., 2003). 
The reasons for the shifts of values in materialism are scarcity and socialization. As per the Inglehart’s 
theory, individual gives value to those which are less in supply, therefore the one who is economically 
incapable, give more importance to materialistic things. On the other hand, need for status in society is 
also give boost to the materialism. This is the reason why people want to have all those things that 
provide them recognition in society (Inglehart, 1990). A Study by Bindah & Othman (2011) has 
supported this fact as they found that parents following socio- oriented communication approach 
influence materialism in children more than those following concept-oriented approach. Income of the 
family has also plays significant role in generating materialism, as families having lower income, found 
more materialistic than to those having a high income (Kasser et al., 1995; Gupta, 2011; Moschis & 
Churchill, 1978). 
 
4. Media and Materialism 
 
Researches investigating the concept of materialism in children generally follow one of the two 
viewpoints: the socialization and psychological viewpoint (Kasser et al., 2004; Weaver et al., 2011). 
Socialization viewpoint highlights the importance of family, peers, and media as a key source of 
materialistic values. On the other hand, psychological viewpoint emphasizes the role of child’s emotional 
state like self esteem and stress in the emergence of materialism. Among these socialization agents, media 
has been found as a major carrier of materialism, as it provides a ground for marketers to promote 
materialistic belongings to children (Sirgy et al., 1998). With the help of advertisements, media creates a 
“sense of self” between “what we have” and “what we do” (Berger, 1972, Belk & Pollay, 1985).  
 
4.1 Role of Media in Boosting the Level of Materialism among Children 
As an environmental variable, media makes children aware of the external environment from family. 
However the excessive exposure to the external environment hampers the value system of children, 
making them prone towards materialistic possessions. Marketers employ a variety of tactics through 
television advertisement (as a source of media) to persuade children for the purchase of advertised item. 
However, too much exposure to television makes the children not only less socialized (Goldberg & Gorn, 
1978) but also to believe the television produced information more than reality. The cultivation 
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hypothesis as a social theory also explained the impact of advertisements on children (Bindah & Othman, 
201; Richins, 1987). Cultivation theory suggests that “the more time people spend living in the television 
world, the more likely they are to believe social reality portrayed on television” (Cohen & Weimann, 
2000). Although the impact of media decreases with age, but media endorsed materialism remains with 
the children whole of their life. The underlying reason for this can be the behaviour incorporated in them 
during their nurturing years as the perception of mothers towards media (television) plays an important 
role in developing materialism among children (Sharma, 2011). 
Media produced materialism impact the children mostly in early and middle childhood (Buijzen, & 
Valkenburg, 2003; Chaplin & John, 2007). A study conducted in China confirmed this as the children in 
their younger age are found more materialistic and this materialism is become a base for their happiness 
and friendship (Chan, 2006). In a study conducted by Mistry (2000), when children are asked to define 
the status of poor and rich by sketching. Children in this study have defined the degree of happiness and 
sadness of poor and rich people with the help of materialistic possession such as computers, stationary 
items and toys. In this way children were identified in believing the worldly things as a determinant of 
richness and happiness. Materialism is also found dependent on the attitude of the children as their desire 
to express themselves, feeling of insecurity, and search for happiness fuels their materialistic attitude and 
makes them self- centered (Chaplin & John, 2007). It was also found that the one having a materialistic 
attitude doesn’t feel the need to save and spend their money as much as they can (Goldburg et al., 2003). 
Researches on materialism also revealed that the materialistic attitude of children is positively correlated 
to dissatisfaction and unhappiness in children (Ahuvia & Wong, 1995; Belk, 1984; Buijzen & 
Valkenburg, 2003; Kasser & Ryan, 1993; Richins & Dawson, 1992; Richins, 1987). Children relate the 
possession of materialistic items with their success (Chaplin & John, 2007; John, 1999) and feel happy 
when they found their demands satiated. In this way materialism has become a determinant of happy and 
satisfied life by children. This perception of children about materialistic possessions leads to impulse 
purchase for which children persuade their parents. Television differentiates the perception of children 
from their parents, due to which Conflict arises in the family (Buijzen & Valkenburg, 2003; Roper & 
Shah, 2007). Children also feel discontent when their request for desired product is denied by their 
parents (Goldberg & Gorn, 1978).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 1. Media Created Materialism 
 
A survey performed on the first grade students revealed that excessive viewing of television influences 
children to pester their parents for advertised item and when their desires are not fulfilled by their parents 
they behave in an aggressive manner (Robertson & Rossitor, 1976). 95 percent people in a survey have 
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confirmed that the rising interest of children in purchasing is due to the effect of advertisements targeted 
at children. Many of them were in favour of limiting the amount advertisements targeted at children 
(Center for a new American dreams, 2004). However, to follow the trends of society, parents themselves 
open the doors of materialism for their children. They give chances to their children to relate their 
happiness with materialistic things like chocolates and gifts because of the scarcity of time for their 
children. All these resulting impacts of media on children in form of materialism have been explained in 
Figure 1.  
 
5. Conclusion 
The purpose of present study is to investigate the role of media in augmenting the level of materialism 
among children with the help of existing literature. Materialism has become an important concern for the 
researchers due to its impacts on the development of children. The working culture of dual income 
households has changed the process of consumer socialization of children from parents to media. Media 
makes the children alert about the new and innovative products available in market. This alertness of 
children is not a problem until children start connecting their happiness with worldly things which is a 
sign of materialism. Due to the changing culture of the society, parents have become busy in their career, 
which results in making children susceptible towards worldly things and dependent on media. Parents, on 
the other hand, compensate their time by providing materialistic belongings to their children. Knowing 
this fact, marketers promote their products like chocolates, pizzas, motor bike, cars, laptop, and holiday 
tours as a prerequisite requirement for celebrating festivals and success. For this purpose, they make use 
of channels related to children like cartoon network and nickelodeon (D’Silva et al., 2007). The message 
conveyed through these channels helps in portraying the image of advertised item as perfect. Children 
consider the message of advertisers true because of their incapability to understand the reality behind the 
advertisements. As a result of which, they start relating their happiness with the advertised item, which is 
a sign of materialism (Chan, 2006). Materialistic attitude of children impacts their interpersonal relations 
that ultimately results conflict between parent and child. It also influence the children for impulse 
purchase which later on becomes a need for happiness. To overcome the effect of materialism, adequate 
consideration needs to be given by parents to deflect the attention of children from the media to the real 
world. Being a primary socialization agent, parents can inherent the values of relations in children and 
control the materialism. Therefore, parental guidance plays an active role in reducing the consequence of 
materialism among children (Buijzen & Valkenburg, 2003; Flouri, 1999).  
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